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A Coffee Shop’s Relationship to Customer Trust, Commitment, and Shop Loyalty
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Abstract

We suggested specific and practical marketing strategies to coffee shop managers and customers to create a symbiotic
relationship. The coffee shop’s relationship to reliability, commitment, and shop loyalty was analyzed thoroughly. The
samples for this study were 393 coffee shop customers in Seoul. The results showed that customer reliability about coffee
shops improved as reputation, customer orientation, specialty, and tie increased, but reliability was reduced as the size of the
coffee shop became larger. Communication did not significantly affect reliability. Second, customer reliability positively

affected commitment, so commitment increased as customer reliability increased. Third, customer reliability positively

affected shop loyalty, so shop loyalty increased as customer reliability increased. Fourth, customer commitment positively
affected shop loyalty, so shop loyalty increased as customer commitment increased.
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<Table 1> Demographic Characteristics of Those Surveyed

Classification N %
S Men 143 36.4
x Women 250 636
20s or under 184 46.8
Age 30s 160 40.7
Over 40s 49 25
High school graduate (Being in high school) 11 2.8
Academic Junior college graduate (Being in junior college) 99 252
background University graduate (Being in university) 171 435
Over graduate school (Being in graduate school) 112 28.5
University students and Graduate students 103 26.2
Professionals 46 11.7
Occupation Office workers 187 47.6
Housewives 20 5.1
Other 37 94
Emmol Regular 178 453
mp oyement Nonregular 104 26.5
P N/A 111 282
Under 1 million won 113 28.8
Monthly Under 1-2 million won 125 31.8
income Under 2-3 million won 112 28.5
Over 3 million won 43 10.9
Mari Unmarried 265 67.4
armage Married 128 326
Total 393 100.0
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2009H] w1 1257H(31.8%), 200-3009H g 1127
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<Table 2> Exploratory Factor Analysis and Reliability Analysis

Factor Dispersion
Factor Measurement item . explanation  Cronbach’s o
loading .
(Eigenvalue)
Size 0.800
Number of barista 0.764 7804
Size Number of customer 0.741 (2.817) 0.687
Confirmation of big resting space 0.648 ’
Coffee-related machines and apparatuses 0.480
It receives a excellent evaluation 0.770
. The brand of this coffee house is well regarded by people around 0.743 6.872
Reputation It has good image in the coffee market 0.641 2474) 0697
People know a lot of this coffee house’s coffee 0.635
The expression of dissatisfaction to barista when being dissatisfied with 0.905 6339
Communication  Conversation with barista about dissatisfaction when being dissatisfied with 0.885 (2.282) 0.805
The exchange of information for transaction and business 0.625 ’
Barista’s favorable treatment of customers 0.738
Barista’s efforts to settle when there are problems 0.725
Customer ., . . 9.336
orientation Barista’s polite and courteous behavior 0.712 (3361) 0.697
Barista’s kindness at all times 0.685 ’
Barista recognizes the importance of customers 0.627
Barista’s expertise and rich experience in coffee 0.785
Barista’s no mistake 0.672 7919
Specialty Barista’s fast and accurate coffee service 0.629 (2'8 51) 0.639
Developmental competence and awareness of new coffee menu 0.568 ’
Barista’s coffee recommendation knowledge for customers 0.539
Coupons’ and free samples tickets’ offer at birthday or anniversary 0.875 7178
Tie Efforts to continue to maintain a familiar relationship 0.861 (2' 584) 0.844
The degree of maintaining familiar relationship with barista 0.797 ’
Reliable information provided by this coffee house 0.797
e Generally reliable services of this coffee house 0.793 8.274
Reliability This coffee house is reliable 0.725 (2.979) 0753
This coffee house keeps its promise 0.698
The use of this coffee house despite other sales promotion activities 0.878 7317
Commitment ~ The use of this coffee house despite long distances 0.853 (2' 634) 0.850
The increased attachment to this coffee house while using 0.819 ’
Recommendation of its use to others 0.823
My reuse intention 0.807 8.541
Shop loyalty Intention to use continuously 0.791 (3.075) 0.769
Choice/use in preference 0.655
Total 36 questions 0.775
KMO=0.895, Bartlett’s test x*=7921.968 (df=630, Sig.=0.000)
Al Aee FEsithe Zo] SHEAT txe] <Tabel AT EE e A2ATE 0264, (3] 5.8622, Al
4 A7e] AAHQ TEEPe] SIS B8 B AW FBL F= Ao et 7M. 125 A=,
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AR RO ARAFE -0.044, @ho] 11712, A9 TP 1-4. IR A=l H(+e] 9IS A 2]
frojneh dFS F4 e A= yeht 7 112 717 s AuEd IR RG] ARATE 0305, thhol
9k, 548602, Azlo] A(hel FIL FE R et 74

TP 12, B AR A (el dFE ME Aelrh e 1-4= AR = A
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<Table 3> Confirmatory Factor Analysis
Factor Measurement item Factor loading Standard error t-value
— Size 1.000
— Confirmation of big resting space 0.560 0.063 8.826
Size — Number of customer 0.972 0.080 12.105
— Number of barista 1.126 0.091 12.408
— Coffee-related machines and apparatuses 0.890 0.095 9.386
— People know a lot of this coffee house’s coffee 1.000
Reputati — It receives a excellent evaluation 1.221 0.143 8.518
CPUAHON . The brand of this coffee house is well regarded by people around 1.401 0.170 8.256
— It has good image in the coffee market 1.373 0.169 8.146
— The exchange of information for transaction and business 1.000
Communication — Conversation with barista about dissatisfaction when being dissatisfied with 1.571 0.130 12.061
— The expression of dissatisfaction to barista when being dissatisfied with 1.473 0.122 12.029
— Barista’s favorable treatment of customers 1.000
— Barista’s kindness at all times 1.065 0.075 14.115
Customer - . .
orientation — Barista’s polite and courteous behavior 1.049 0.085 12.379
— Barista’s efforts to settle when there are problems 1.140 0.088 12.945
— Barista recognizes the importance of customers 1.304 0.099 13.230
— Barista’s no mistake 1.000
— Barista’s expertise and rich experience in coffee 1.042 0.084 12.473
Specialty — Barista’s fast and accurate coffee service 0.964 0.085 11.348
— Barista’s coffee recommendation knowledge for customers 1.077 0.106 10.154
— Developmental competence and awareness of new coffee menu 1.086 0.095 11.458
— Coupons’ and free samples tickets’ offer at birthday or anniversary 1.000
Tie — Efforts to continue to maintain a familiar relationship 0.966 0.054 17.976
— The degree of maintaining familiar relationship with barista 0.867 0.057 15.289
— This coffee house keeps its promise 1.000
Reliabili — Reliable information provided by this coffee house 1.348 0.096 14.045
cliabiiity — Generally reliable services of this coffee house 1413 0.098 14.470
— This coffee house is reliable 1.19 0.089 13.315
— The increased attachment to this coffee house while using 1.000
Commitment — The use of this coffee house despite other sales promotion activities 1.020 0.049 20.970
— The use of this coffee house despite long distances 1.047 0.051 20.434
— Choice/use in preference 1.000
Shop Toval — My reuse intention 1.014 0.060 16.904
op loyalty — Recommendation of its use to others 1.062 0.059 18.040
— Intention to use continuously 0.858 0.052 16.359
Fit Statistics: Chi Square=480.647 (P=0.298), RMR=0.038, GFI=0.938, AGFI=0.911, NFI=0.941, CFI=0.998
T 1-5. A3 AlFe] B+ g vE Aol JE AT ER AE S HAZATE 0942, tito] 11.0442,
& AvEy AR ARASE 0229, twho] 3.7200.%, HESAE (1] FFE F= AR et 7Hd 3&
Aol ZHel FEFE F= AR et 7 155 AA A A= AT
oy 14 4. 29 AxAEd A1 FFL 1A R0
M 16 fHE A= Aol FFE MIE Rojtkrg thrs Auud B9 ARAFE 0424, gho] 9.389=, A
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™ Th2-¢] <Table 5>¢} 72t}
oFshd o3 72t

o] Alzlell HA G AT Az



166 EBEIREELSEEEE Vol 26,No. 2(2011)

<Table 4> Conformity Assessment of Whole Models

Classification 1 p RMR GFI AGFI NFI CFI
Conformity Assessment of models 16.345 0.060 0.019 0.991 0.956 0.986 0.994
<Table 5> Summary of Hypothesis Tested-Results

Hypothsis Independent variable Dependent variable Estimate S.E. C.R. P Adoption
HI-1 Size — Reliability -0.044 0.038 -1.171 0.242 Dismissed
H1-2 Reputation — Reliability 0.264 0.045 5.862%** 0.000 Adopted
H1-3 Communication — Reliability 0.012 0.022 0.556 0.578 Dismissed
H1-4 Customer orientation — Reliability 0.305 0.056 5.486%** 0.000 Adopted
H1-5 Specialty — Reliability 0.229 0.062 3.720%%* 0.000 Adopted
HI-6 Tie — Reliability 0.055 0.026 2.148* 0.032 Adopted
H2 Reliability — Commitment 0.907 0.137 6.602%** 0.000 Adopted
H3 Reliability — Shop loyalty 0.942 0.085 11.044%** 0.000 Adopted
H4 Commitment — Shop loyalty 0.424 0.045 9.389%** 0.000 Adopted

£p<.05, #**p<.001
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<Figure 2> Hypothesis testing results of the research model
Fit Statistics: 1*=16.345, p-value=0.060, RMR=0.019, GFI=0.991, AGFI=0.956, NFI=0.986, CF1=0.994
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